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With the development of finance market, direct financing channels of major 
clients of commercial banks have been increasing as long with their bargain power. 
It's hard for bank performance to maintain rapid growth by the contribution of major 
clients. While small and medium enterprises (SMEs) have abundant market resources 
and grow potential to level up bank performance under stronger risk control, SMEs 
have become one strategic choice for restructuring banks to increase competitive 
advantages and realize stable development. As a large-scale nation-owned commercial 
bank, Fujian Branch of China Construction Bank has been searching professional and 
innovative operation modes designed for SMEs through financial products such as 
"Quick Loan Way" and "Path for Growth". But the marketing strategy for SME clients 
need to be improved. After introducing basic theories of marketing strategy and the 
marketing strategies of commercial banks both in and abroad, this paper gave a 
research on the micro level by describing the current development of SME clients in 
Fujian, analysing the market environment and discovering the problems of current 
marketing strategies. The desinations for SME marketing strategy focused in Fujian 
area were discussed and the dynamic approaches of management for marketing 
strategy were put forward in market segmentation, market positioning and market 
tactics. 
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第一章  导言 
















产品深入人心。截至 2010 年底，该行中小企业信贷客户 3016 户，贷款余额为















































































    单位：万元
行业 指标名称 
小企业客户分类 
中小型 小型 微小型 
工业         
建筑业         
交通运输业 销售额 [3000,10000） [500，3000） [0，500） 
邮政业 资产总额 [4000,12000） [500，4000）  [0，500） 
信息传输业         
计算机服务及软件业         
批发业         
农林牧渔业         
仓储业         
零售业         
住宿和餐馆业 销售额 [1000,5000） [500，1000） [0，500） 
房地产业 资产总额 [2000,6000） [500，2000）  [0，500） 
租赁业         
商务及科技服务业         
地质勘察和水利环境管理业         
居民服务业         
文体娱乐业         
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